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Note: 

1. The paper is divided into three sections: SECTION-A, SECTION-B and SECTION-C. 

2. There are seven questions in SECTION-A, attempt ANY FOUR. 

3. SECTION-B has five questions, attempt ANY THREE. 

4. All the questions of SECTION-C (Case Study) are compulsory.

SECTION-A (10 Marks each)
1.
How has internet changed consumers / marketers?

2.
Discuss the differences between market segmentation, targeting, differentiation and positioning? 
3.
Explain how key changes in political and cultural environment affect marketing decisions? 
4.
Explain the importance of information in gaining insights about the marketplace and customers? 
5.       
What   is   a “new”   product   and how do consumers go about deciding whether to adopt a new 
product or not?                
6.
Name the four major factors that influence consumer behaviour?
7.        
How do institutional and government markets differ from business markets?





SECTION-B (15 Marks each)
8.
List and discuss major bases for segmenting consumer and business markets? Which segmenting variables do you think Pizza Hut is using?
9.
Discuss the need to understand competitors as well as customers through competitor analysis? 

10.
Discuss how companies differentiate and position their products for maximum competitive advantage in the marketplace?

11.
List and define the steps in the new-product development process and the major considerations in managing this process?
12.
Describe the stages of the product life cycle?
SECTION-C (15 Marks)

Case Study (Compulsory)
“If you have a global brand promise,’ Have it your way’, says Russ klein, Burger King’s president for global marketing, strategy, and innovation; “ it’s about putting the customer in charge ,” even if they say “bad things” about the brand. In competing against McDonald’s, with it family friendly image, “it’s more important for us to be provocative than pleasant,” adds Klein, especially when appealing to a market of mainly teenage boys/girls. Burger King’s brash ad campaigns – featuring its creepy bobble – head king and talking chicken – appear on social networking sites such as YouTube.com and MySpace, so that the company can take advantage of what Klein calls “Social connectivity” as consumers react to the ads. Burger King encourages customers to build online communities around their favourite company icons and products.  The mascot King even has his own site on MySpace. “If you’d like to be the king’s friend, he’s totally down with that,” his page introduction says. 
13. 
Case Questions:

i. 
Describe as to how Burger King has been able to build a Global Brand Promise, especially in reference to Indian Markets? 




         (8) 
ii. 
Do you think that Burger King has been able to make a family image as compared to its main rival McDonald? If not what it should do to make deeper inroads into this segment of market in India? 
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